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Agritourism

“travel that combines agricultural or rural settings with 
products of agricultural operations - all within a tourism 
experience that is paid for by visitors” (Peter Williams - Centre for 
Tourism Policy & Research – SFU. 2004). It encompasses:

• wineries
• direct farm marketing, on farm processing
• farmers’ markets
• garden tours
• farm based accommodation and B & B’s
• farm/ranch experiences and tours
• harvest festivals and events
• local culinary tourism 
• farmers’ markets
• and more



…this is a wheat farmer’s reality…

Farming as we have known it for the last 50 years 
is not sustainable

Why Agritourism ? 



Grapes are not worth much more than corn!

Grapes $1300 /acre

Corn $400/acre



We farmers have been told for decades 
to specialize. Specialize, specialize, 

specialize. And what do the big 
companies do? They diversify.

And folks, they are wiping us out.
Bill Heffernan

University of Missouri



"The greatest benefit of agri-tourism may be in how this 
new industry leaves our communities with the same 
qualities that drew people to them in the first place. 

Agri-tourism attractions can exist in communities while 
allowing those communities to keep their beautiful vistas 
and preserve their architectural and rural heritage.”

Larry Goodsight, Executive Director,
Madison County Tourism.

Why Agritourism ?



•

Why agritourism is a growth 
industry

Urbanization of 
North America

• 1900 Urban Population was 
39.7%

• farm was 39.3%
• non farm rural 21.0%

• 1990 Urban was 75.2%

• farm was 1.9%
• non farm rural was 

22.9%

= Agricultural Confusion



What is an Agriculture Tourist?

I visit a winery Wine or Ag Tourist ?

I visit a winery while on a
trip to visit a museum

Wine, Ag or Cultural Tourist?

While on in Colorado to cycle I
stop at a farm market, buy wine
at a winery, attend a pumpkin 
festival (eat fresh pie) and visit 
a museum while staying at a B&B

What type of tourist am I?

I eat at the winery Wine, Culinary or Ag tourist ?

Cycling
Tourist

Cultural
Tourist

Culinary 
tourist

Ag Tourist

Wine Tourist



What are they looking for?

51 VEP respondents / 50 interview respondents
• Mostly domestic visitors from within BC
• Mostly well-educated, high-income baby-boomers   
• Produced 590 photographs
• Mostly outdoor, positive images
• 19 focal themes identified

Examining the Wine Tourism 
Experience in the South Okanagan

Marcie Dumais



Focal Themes

1. Natural Focus

2. Agricultural Focus
3. Winery Focus
4. People/social Focus
5. Accommodation Focus
6. Other Attractions
7. Town Infrastructure
8. Dining Focus
9. Sky & Weather Focus
10. Information Focus

11. Heritage Focus
12. Outdoor Pursuits
13. Shops & Galleries
14. Festivals & Events
15. R&R Focus
16. Arts & Crafts Focus
17. Watercraft Focus
18. Environmental Mgt.
19. Entertainment Focus



• what are we 
willing to pay 
for ?

1. Communications

2. Health

3. Education

5. Recreation

7. restaurants

11. FOOD!
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Responses for “Other”
activities included:  

private parties, senior 
tours, wine-tasting, 

restaurants, brown box 
programs, kid’s days, 
gift shops, art shows, 
lunch tours and farm 
theatre productions

Historical Agritourism 

Farm gate markets
Farmers’ Markets

School Tours
Self-guided Tours

Educational Workshops
Other

Fairs
Bed and Breakfast

U-Pick

Festivals

Display Gardens
Animal displays
Picnic Areas

Entertainment
Corn Maze

Corporate Picnics

Cycling Tours

Haunted House

Horseback Riding

Cabins
U-Cut Christmas Trees

Barn Dances
Camping

Winery Tours

Hay Rides





Agritourism evolution …

the Experience Economy, Pine, Gilmore



Authenticity in Farm Direct Marketing and Agritourism



Customers want to buy:

• the real from the genuine

• not the fake from the phoney

What did he 
say?



Experience

•it is about more than food or products…

it is the …



Vineyards

Award-Winning VQA 
Wines Tasting Room 

& Patio 
Lunches

Self-Guided Tour

WineLovers’Club

3600 EXPERIENCE

Concerts

Learn from the wineries



Coffee is… an 
experience



• the coffee bean costs a few cents a cup
• the product costs a bit more packaged and 

sold in the grocery store
• the service of delivering a hot cup costs a 

dollar 
• but the new value in an experience can go for as 

much as five dollars. 

What is experience 
worth?



A large investment in 
a corn maze…

Experience



Retailers know how important 
this is!

• local identification carried through the chain



Lavender is an…… ?????



..they spend their money…. Where ?

You have to offer an …

“ experience”



The number one issue in expanding the 
potential for agritourism is…

The legitimatization and recognition of 
agritourism as both an agriculture and 
tourism product

both with in and without of the industry!



Hosted 150,00 visitors in 
2007

…this is agritourism!



1996

Developing the experience !



2006

• 2007, over 300,000 on site customers 
…this is agritourism !
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Agritourism Challenges

Is it agriculture or is it tourism ?



Challenges: Urban - Rural issues
Traditional

New -
Agritourism



• “restrictive regulations” caused respondents the 
greatest challenge

•signage, road access, parking, land use and building 
permits, were all commonly noted as sources of 
contention between agritourism operators and their local 
governments

Industry development 
challenges 



Joel Salatin

…and it does not stop with the 
agriculture bureaucrats. It includes all 
sorts of government agencies, from 
zoning to taxing to food inspectors. 
These agencies are the ultimate 
extension of a disconnected, Greco-
Roman, Western, egocentric, 
compartmentalized, reductionist, 
fragmented, linear thought process.



Recognizing the changing landscape

The following activities are designated as farm use for the 

purposes of the Act and may be regulated but 
must not be prohibited by any local government 
bylaw except a bylaw under section 917 of the Local 
Government Act:

agritourism activities, other than 
accommodation, on land that is classified as a farm under 
the Assessment Act, if the use is temporary and seasonal, 
and promotes or markets farm products grown, raised or 
processed on the farm.

"agri-tourism" means a tourist activity, service or facility 
accessory to land that is classified as a farm under the Assessment 
Act;

(Nov.1,2002) http://www.lrc.gov.bc.ca/



Agritourism Activities

• temporary, seasonal agritourism 
activities permitted

• temporary/seasonal < 12 months per year
• must have ‘farm’ classification
• must promote or market farm products 

from the farm
• farm products produced from permitted 

farm use



Raising the bar in the Industry



British Columbia 
Agritourism Alliance



… the industry MUST raise the bar… to be in tourism



• Visitor Experiences
• Tourist Perceptions
• Credibility with Tourism Industry
• Insurance
• Marketing Opportunities

• WE MUST RAISE THE BAR!

Why Quality Standards?



Required Standards (1)

•Business has met all necessary legal requirements 
and required permits

•Clean toilet facilities with hand washing facilities 
are available to customers.  

•Hand-washing facilities with soap and clean paper 
towels are available.

•Areas accessible to guests are well maintained and 
free from hazards.



Why Standards ?



What are they 
thinking?



double fence will be 
the industry 
standard… very 
soon!

…the industry is changing…



…and washrooms…



2006 Highway 
Sign Campaign

Raising the Bar



Are you serious?

An experience?.....yes 
but…



Benefits

Agricultural 
Industry

Rural 
Community

Tourism 
Industry

Tourism needs more product

Agriculture needs to diversify



Experience

And that … is an identity

Local and regional



"There are a lot of winners in this system, 
and no losers. The farmers get markets, the 
distributors get quality supplies, the 
restaurants get top quality produce, the 
customers get a fantastic dining experience 
and Hawaii gets to keep it all at home. " 

Developing an Hawaiian … agri - CULTURE

Peter Merriman comments on 
why using fresh locally grown 
products supports everyone: 



…the restaurant industry is about “experience”

The food experience



“Hotels need to provide an enriching 
experience.”

“It is no longer mai tais and lie on the beach. We 
need to deliver a bit of history…and teach them  
more about Hawaii. We want our guests to learn and 
take something away when they leave.”

Mary Lou Foley, Outriggers Waikiki’s events coordinator.

United Airlines IN Flight Magazine, October 2006

Do we need more

experiences ?



Current agritourism in Hawaii

•Hawaii's ag-tourism valued at $33.9 million in 2003
•up 30 percent from the $26.0 million in 2000

•187 farms State-wide that had ag-tourism related income

•48 percent increase from 2000

•an additional 145 farms either started ag-tourism activities in 
2004, or planned to in the future

•Hawaii county now accounts for 48 percent of the farms with ag-
tourism and 37 percent of the total value. 



many operations received orders for 
products related to ag-tourism after the 
visitors returned home
• 74 percent of operations reported 0-25 percent of 
their sales from off-site orders

• 21 percent of operations reported 26 to 50 
percent

• 5 percent said that over 50 percent of their ag-
tourism related sales came from off-site orders

Agritourism drives repeat sales



Any farm can be … an experience





Bison are a….. tourism experience!





The hunt….

Experience!



Is diversification the answer?... YES!
 

British 
Columbia 

(n=100) 

All Canada 
 (n=251) 

All North America 
 (n=1135) 

Expansion Plans    
Planning to diversify more 53.3% 52.4% 56.0% 
Not planning to diversify more 46.7% 47.6% 44.0% 

Types of Additional Diversified Enterprises   
Crops 32.7% (17.4%) 29.7% (15.6%) 41.6% a (23.1%) b

Livestock 14.3% (7.6%) 11.9% (6.2%) 22.7% (12.6%) 
Other agricultural products/services 16.3% (8.7%) 13.6% (7.1%) 19.5% (10.8%) 
Processing of foods and beverages 30.6% (16.3%) 33.9% (17.8%) 36.1% (20.1%) 
Recreation, tourism and events 32.7% (17.4%) 45.8% (24.0%) 50.0% (27.8%) 
Lodging and accommodations 22.4% (12.0%) 22.0% (11.6%) 17.1% (9.5%) 
Restaurants and food services 20.4% (10.9%) 21.2% (11.1%) 21.6% (12.0%) 
Health and cosmetics 2.0% (1.1%) 4.2% (2.2%) 5.5% (3.1%) 
Arts and crafts 8.2% (4.3%) 10.2% (5.3%) 14.3% (7.9%) 
Educational activities 16.3% (8.7%) 20.3% (10.7%) 30.7% (17.1%) 
Leases 4.1% (2.2%) 1.7% (0.9%) 2.7% (1.5%) 
Easements 6.1% (3.3%) 2.5% (1.3%) 5.2% (2.9%) 
Time-shares 2.0% (1.1%) 0.8% (0.4%) 0.5% (0.3%) 
Other products and services 8.2% (4.3%) 6.8% (3.6%) 7.7% (4.3%) 

a  This is the percentage of farms and ranches planning to further diversify. 
b  This is the percentage of all farms and ranches including those that do and do not plan to further diversify. 
 



It is happening!

This is the farmers face back in agriculture !



Circle tours

Tourism and agriculture …working together



Which tourist is this ?

The agritourist!



The Wine Islands Project



Thank you !

“ The important thing 
is not to stop 
questioning.”
Albert Einstein


